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to	 the	 complex	networks	of	 interactions	 that	 connect	human	and	 technological	 actors	within	 the	media	
system:	the	‘massive	and	dynamic	interrelation	of	processes	and	objects,	beings	and	things,	patterns	and	
matter’	characteristic	of	human	communication	(Fuller,	2005).	They	also	encourage	us	to	reflect	upon	the	
way	 in	 which	 media	 constitutes	 a	 sort	 of	 secondary	 environment	 and	 how	 the	 ‘balance’	 of	 such	






metaphors	 end	 up	 naturalising	 communication	 technologies	 and	 presenting	 their	 development	 as	 an	
organic	evolution	emerging	spontaneously	 from	the	 interactions	of	a	multitude	of	actors.	Such	ecological	











role	 in	 influencing	 the	 public	 sphere.	 Firsfarit	 observed	 in	 broadcasting	media	 that	 such	 influence	 has	
	
become	more	and	more	evident	in	digital	media	with	the	rise	of	the	so-called	‘platform	economy’	(Kenney	
and	Zysman,	2016)	or	 the	 ‘platform	capitalism’	 (Langley	and	Leyshon,	2016;	 Srnicek,	2017).	Colonising	






‘walled	 garden’	where	 they	 can	 be	 captured	 and	monetised	 (Fuchs,	 2014;	Mandiberg,	 2012;	 Van	Dijck,	
2013).	
In	 this	article,	we	will	provide	an	 illustration	of	 these	 ‘gardening’	 (or	rather	ploughing)	 initiatives	by	
discussing	 the	 strategy	 deployed	 by	 Facebook	 to	 harness	 the	 development	 of	 a	 new	 communications	
technology	known	as	‘video	live-streaming’	or	‘social	streaming’.	We	chose	this	specific	case	study	because	








on	 the	 analysis	 of	 press	 experts	 and	 of	 interviews	with	 Facebook’s	media	 partners,	 as	well	 as	with	
companies	 involved	 in	 Facebook’s	Media	 Solutions	 programme.	 Drawing	 on	 such	 sources,	 we	 will	
describe	how	news	publishers	(both	traditional	and	‘pure-players’)	are	affected	by	Facebook’s	strategy	
to	 influence	the	emerging	uses	of	social	streaming.	Although	it	may	be	early	to	assess	the	 long-term	














Hamilton	et	al.	 (2014)	hypothesise	 that	 the	 ‘hot’	and	 ‘high	 fidelity’	media	component	(the	video)	allows	
users	to	share	a	rich	experience,	while	the	‘cool’,	‘low-fidelity’	media	component	(the	chat)	facilitates	the	
interaction.	Viewers	connect	through	unexpected	events	and	feel	‘part	of	a	unique	group	of	people	that	saw	
something	 special	 as	 it	 happened’	 (Hamilton	 et	 al.,	 2014).	 The	 chat	 intensifies	 this	 connection	 by	
encouraging	streamers	to	adjust	their	broadcast	to	the	interventions	from	the	audience	(Figure	1).	











up	producing	 ‘uneventful’	 videos	 that	display	 low	quality	 in	 terms	of	video	production	and	camera	use.	
Consequently,	 although	 some	 videos	 fall	 into	 categories	 such	 as	 ‘video	 logs’,	 ‘tours’	 and	 ‘social	 events,	
groups,	and	family’,	much	of	user-generated	content	consists	of	‘tests	and	demonstrations’.	Left	to	its	own	
spontaneous	 development,	 social	 live-streaming	 seemed	 unable	 to	 generate	 a	 sufficient	 base	 of	 active	
broadcasters,	which	contributed	to	the	failure	of	many	social	live	video	services	(including	Meerkat),	the	






Ustream	 offers	 a	 broad	 variety	 of	 services	 targeted	 at	 corporations,	 including	 professional	 video	






for	 eye-witness	 videos	 of	 political	 events,	 such	 as	 the	 uprisings	 of	 the	 Arab	 Spring.	 In	 2013,	 the	 news	
organisation	Associated	Press	invested	in	the	platform,	explaining	that	











with	Twitter,	 allowing	users	 to	 stream	 to	 their	 followers,	 search	Twitter’s	user	base	and	promote	 their	
streams	via	Twitter’s	push	notifications	 (Morrison,	2015;	Wagner,	2015).	 In	an	 interview	with	AdWeek,	
Brad	Hunstable,	CEO	of	Ustream,	claimed	the	exponential	growth	of	the	mobile	video	market	was	another	
reason	for	the	sudden	success	of	the	apps	(Morrison,	2015;	Statista,	2016).	Digital	video	is	predicted	to	be	
one	 of	 the	 fastest	 growing	 revenue	 sources	 in	 the	 global	 media	 market,	 with	 the	 video	 advertising	
marketplace	showing	expected	growth	rates	of	18.75%	per	annum	in	(Statista,	2015).	The	importance	of	






app,	 its	 live	content	 is	now	 fully	 integrated	 into	 the	main	Twitter	app.	Videos	shared	 from	Periscope	 to	
Twitter	appear	in	users’	Twitter	feeds	in	the	same	way	as	Twitter’s	native	video	(Wagner,	2016b).	
Meanwhile,	 in	2015,	Google	 launched	YouTube	Gaming	 in	direct	competition	to	Twitch.	Chromecast,	a	
device	and	app	that	enables	users	to	stream	content	from	Netflix	and	other	providers	to	TV	screens,	and	a	
new	premium	subscription	service	called	Youtube	Red,	which	 is	currently	available	 in	 the	United	States,	












As	 for	 Amazon,	 beside	 buying	 Twitch	 in	 2015	 for	 US$970m	 (Kharif,	 2015),	 the	 e-commerce	 giant	
introduced	a	Prime	service	for	movie	streaming	and	recently	announced	the	launch	of	Amazon	Direct	Video,	
a	platform	similar	to	YouTube	(Ingram,	2016b).	
Finally,	 Facebook,	whose	 users	 already	 consume	 around	 100	million	 hours	 of	 video	 per	 day,	 is	 also	
investing	heavily	 into	 live-streaming	 (D’Onfro,	2015).	 In	2015,	 the	 social	network	started	 to	offer	video	
embedding,	allowing	 ‘Facebook	videos	 to	move	around	 the	web’	 (a	 service	previously	only	provided	by	
YouTube),	and	improved	its	video	advertising	services,	allowing	customisation	and	targeting	by	gender,	age	
and	location	(Rosenbaum,	2015).	Recently,	Facebook	implemented	‘Twitter-like’	features	such	as	verified	
accounts	 for	 celebrities,	 trending	 topics	 and	 hash-tags,	 to	 draw	more	 professionally	 generated	 content	
(Kafka,	2013).	However,	with	the	increase	in	professional	content,	Facebook	has	experienced	a	‘21%	decline	
in	“original	sharing,”	or	personal	updates’	(Griffith,	2016).	The	new	live-streaming	feature,	Facebook	Live	











Live	(Nudd,	2016).	The	social	network	also	put	considerable	effort	 into	 integrating	social	 live-streaming	
into	 its	 technical	 infrastructure	 and	 promoting	 it	 through	 a	 change	 of	 its	 ranking	 algorithm	 (Constine,	





thus	 using	 the	 partnership	 programme	 to	 keep	 publishers	 interested	 in	 the	 feature	 until	 it	 finds	 a	





















technology	magazine	Recode.	 Finally,	 to	 shed	 light	on	 trends	 in	 the	market	and	expose	potential	bias	 in	
publishers’	 responses,	 two	 interviews	 were	 conducted	 with	 service	 providers	 of	 Facebook’s	 ‘Media	
Solutions’	programme.	Grabyo	provides	tools	to	distribute,	manage	and	monetise	video	assets,	facilitating	
the	 editing	 and	 simultaneous	 distribution	 of	 live	 streams	 to	 various	 social	 media	 platforms.	 Telescope	
developed	‘Live	Studio’	–	an	audience	engagement	tool	for	Facebook	Live	that	enables	the	display	of	viewer	
comments	on-stream	and	allows	publishers	to	conduct	polls	as	on-screen	graphics.	All	participants	were	
interviewed	 via	 video	 chat	 and	 telephone	with	 interviews	 typically	 lasting	 between	35	 and	60	minutes	
(Table	1).	
Table	1.	Original	interviews	realised	for	this	research.	
	 Organisation	 Informant	 Position	 Date	and	duration	
Pre-interviews	 Recode	 Kurt	Wagner	 Senior	editor	 4	April	2016	–	21	minutes	




The	New	York	Times	 Alan	Haburchak	 Senior	video	journalist	 21	June	2016	–	60	minutes	







The	Washington	Post	 Micah	Gelman	 Editorial	video	director	 9	August	2016	–	35	minutes	
Live	media	partners	Grabyo	 Gareth	Capon	 CEO	 17	June	2016	–	54	minutes	
Telescope	 Jason	George	 CEO	 18	June	2016	–	39	minutes	
Co-producing	news	streams	with	Facebook	
In	 the	 contemporary	 media	 landscape,	 publishers	 have	 to	 cope	 with	 fast	 technological	 innovations,	
changing	consumption	habits	and	an	 increasing	variety	of	 competitors.	Social	media,	 in	particular,	have	
assumed	a	growing	 importance	as	 sources	 for	news	and	entertainment,	 especially	 for	young	audiences.	
Worldwide,	more	 than	 25%	 of	 consumers	 aged	 18–24	 years	 claim	 their	main	 news	 sources	 are	 social	
networks,	with	Facebook	being	the	most	cited	platform	(Newman,	2016b).	To	survive	in	the	crowded	digital	
market,	publishers	need	new	partnerships,	as	the	production	of	the	new	digital	offerings	requires	skills	and	















The	 developments	 described	 above	 offer	 news	 publishers	 the	 chance	 to	 enter	 markets	 previously	
dominated	 by	 traditional	 television.	However,	 the	 power	 of	 the	 new	media	 partnerships	 often	 lay	with	
telecommunications	 providers,	 who	 serve	 as	 the	 new	 intermediaries	 in	 digital	 publishing	 (Simon	 and	




seems	 to	 be	 largely	 driven	 by	 technology,	 platforms,	 and	 publishers	 rather	 than	 by	 strong	 consumer	
demand’	 (Kalogeropoulos	et	al.,	2016).	While	most	publishers	 increase	 the	number	of	videos	posted	on	
Facebook,	they	struggle	to	persuade	users	to	consume	videos	on	their	own	platforms.	Publishers	are	thus	




















As	shown	 in	Table	2,	Facebook	Live	 is	not	 the	only	social	 streaming	service	used	by	 the	 interviewed	
organisations.	Most	publishers	tend	to	rely	on	a	variety	of	different	platforms,	both	as	strategy	to	decrease	
their	dependency	on	a	single	provider	and	 in	accordance	with	previous	choices	(e.g.	The	Verge	adopted	
YouTube’s	 live	 feature	 several	 years	 ago,	 as	 they	 have	 a	 large	 following	 on	 the	 platform;	 for	Mashable,	
Periscope	 was	 the	 natural	 choice	 because	 that	 organisation	 is	 among	 the	 top	 publishers	 on	 Twitter.).	














more	conceptual.	You	really	need	 to	devote	resources	 if	you’re	gonna	(sic)	be	good	at	 it.	 (Korsh,	2016,	personal	
communication)	
These	concerns	reveal	the	unprecedented	influence	reached	by	Facebook	on	the	production	of	online	
news.	For	 the	 first	 time	 in	 its	history,	 the	social	network	 left	 its	 role	of	a	mere	content	 transporter	and	
decided	 to	 pay	 chosen	 news	 outlets	 to	 use	 its		
	
Table	2.	Platform	choices	for	live	video	streaming.	
	 Facebook	Live	 Periscope	 Youtube	Live	 On-site	streaming	
The	Washington	Post	 X	 X	 X	 X	
The	New	York	Times	 X	 	 X	 X	
The	Verge	 X	 	 X	 	
Mashable	 X	 X	 X	 	
NowThis	 X	 	 	 	
	
features.	Such	a	strategy	increases	the	dependency	of	publishers	on	Facebook	and	augments	rivalry	on	both	
providers’	and	publishers’	 sides.	As	 the	publishers	are	obliged	 to	produce	higher	amounts	of	videos	 for	
Facebook,	 they	 dedicate	 less	 resource	 to	 other	 platforms,	 which	 renders	 their	 diversification	 strategy	
relatively	ineffective.	Even	publishers	excluded	from	these	 ‘special	deals’	are	pressed	to	adopt	Facebook	
Live	to	keep	up	with	their	paid	competitors	(who	are	the	leaders	of	their	respective	news	sector).	In	turn,	







focus	 on	 competing	 services	 less,	 Facebook’s	 strategy	 serves	 another	 important	 purpose.	 Funding	
publishers	and	releasing	an	open	application	programming	interface	(API),	which	allows	both	software	and	
hardware	 developers	 to	 integrate	 existing	 technology	 and	 create	 new	 solutions	 for	 Facebook	 Live,	 also	
allows	Facebook	to	collect	vast	amounts	of	data	–	data	that	can	be	used	not	only	to	improve	its	service	but	
also	 to	 practicably	 crowd-source	 ideas	 for	 new	 business	 models	 around	 live	 video.	 One	 example	 is	
Facebook’s	 competitor,	 Livestream.	 Despite	 the	 fact	 that	 they	 operate	 their	 own	 social	 live-streaming	










In	2013,	The	NYT	abandoned	 its	TimesCast	 shows,	which	 featured	breaking	news	and	glimpses	 into	 the	
newsroom	 (Bunz,	 2010).	 In	 2015,	 The	 Post	 re-launched	 its	 unsuccessful	 PostTV	 under	 the	 moniker	




The	 failures	of	PostTV	and	TimesCast	 are	no	exception.	The	Wall	 Street	 Journal,	Financial	Times,	The	
Huffington	Post	and	several	other	news	publishers	all	tried	to	produce	on-site	live	programming	but	ended	
up	 scaling	 down	 their	 initiatives	 (Welsh,	 2015).	 Most	 of	 these	 initiatives	 tried	 to	 establish	 their	
independence	by	avoiding	drawing	on	an	external	provider	for	live	videos.	The	drawback	of	this	strategy,	






video	 since	 2013,	 when	 Jeff	 Bezos,	 founder	 and	 CEO	 of	 Amazon,	 bought	 the	 company	 (Ciobanu,	 2015;	
Kennedy,	2016).	Embedded	into	different	newsroom	divisions,	the	Post’s	video	team	comprises	40	people,	
and	 the	 outlet	 operates	 three	 professional	 TV	 studios	 (Raudenbush,	 2015).	 In	 an	 interview	 for	Digital	
Content	Next,	Micah	Gelman,	The	Post’s	Director	of	Editorial	Video,	explained	as	follows:	
We	want	 to	 change	 the	 perception	 of	 The	Washington	 Post	 as	 a	 legacy	 newspaper	 with	 video,	 to	 a	 video-first	
enterprise,	essentially	re-imagining	The	Washington	Post	as	a	video	destination,	not	only	on	Facebook	Live,	YouTube	
and	other	social	media	sites,	but	also	over	the	top	via	Apple	TV,	Roku,	and	Fire	TV.	(Gelman	in	Ozer,	2017)	







Other	 publishers	 in	 the	 sample	 reported	 similar	 strategic	 adjustments.	 All	 interviewees	 deemed	 the	



































discuss	 news	 topics	 with	 the	 audience.	 By	 contrast,	 NowThis	 found	 this	 format	 particularly	 interesting	
because	it	allowed	audiences	to	directly	engage	with	reporters:	























creative.	 It’s	 like	a	heartbeat	of	 interesting	moments	spread	through	the	live	event	[...]	because	viewers	could	be	
jumping	into	that	stream	at	any	time.	You	want	these	heartbeats	of	interesting	moments	going	through	your	content	
so	you	can	drive	spikes	in	activity.	(Capon,	2016,	personal	communication)	




































people	 back	 to	 the	 main	 publisher’s	 website	 –	 a	 tactic	 that	 could	 potentially	 balance	 the	 increased	
dependency	on	providers	such	as	Facebook.	The	Post’s	coverage	of	the	eighth	Democratic	Primary	Debate	
(2016)	provides	an	even	richer	example	of	connecting	live	content	across	different	channels.	







from	 Post	 reporters	 through	 the	 broadcast’	 (Patel,	 2015).	 In	 an	 interview	with	 Digiday,	Micah	 Gelman	
explained	as	follows:	
It’s	a	great	opportunity	to	show	what	goes	on	behind	the	scenes.	People	are	interested	in	that	part	of	the	political	
process,	 and	 Facebook	 Live	 allows	 us	 to	 really	 dive	 deep	 in	 a	 way	 that	 we	 couldn’t	 in	 a	 traditional	 streaming	
opportunity.	(Gelman	in	Patel,	2016)	
Conclusion	
The	 future	 and	even	 the	present	of	 social	 life-streaming	are	 far	 from	written.	At	 the	 time	of	 this	 study,	
providers	 regularly	 announced	 new	 features	 and	 proposed	 solutions	 to	 some	 of	 the	 common	 issues	
encountered	by	publishers.	After	all	data	were	collected,	Facebook	announced	their	first	tests	for	‘mid-roll’	





By	 shifting	 news	 consumption	 off-site,	 publishers	 become	 more	 and	 more	 dependent	 on	 social	 media	
platforms,	subject	to	their	influence.	Our	case	study	illustrates	how	Facebook	can	shape	profitability	and	
storytelling	 of	 social	 live-streaming,	 both	 indirectly	 (by	 tweaking	 its	 feed	 algorithm)	 and	 directly	 (by	
sponsoring	specific	uses	of	its	tools).	Live-streaming	may	well	be	the	current	‘next	big	thing’,	but	it	did	not	














Our	 study	 of	 Facebook’s	 campaign	 to	 steer	 the	 development	 of	 live	 video	 streaming,	 however,	 has	
revealed	yet	another	way	in	which	digital	gardeners	can	affect	digital	communication.	Beside	influencing	
end	 users	 through	 the	 artful	 setting	 of	 their	 algorithms	 and	 interfaces	 (Cardon,	 2015),	 platforms	 can	
establish	direct	partnerships	with	leading	content	producers,	with	the	hope	that	their	example	will	establish	
a	model	 for	 other	 users	 to	 follow.	 The	 implications	 of	 such	 findings	 are	 both	 reassuring	 and	worrying.	
Reassuring	because	they	suggest	that	for	all	their	might,	digital	platforms	cannot	impose	by	themselves	how	
communication	 technologies	will	 be	 used	 and	worrying	 because	 they	 reveal	 the	 growing	 financial	 and	
technological	leverage	of	telecommunications	providers.	
In	 the	 case	 of	 live	 video	 streaming,	 Facebook’s	 influence	 is	 particularly	 manifested.	 Through	 its	
partnership	programmes,	this	social	network	has	made	it	difficult	for	traditional	publishers	to	implement	
their	 own	 strategies	 for	 diversification	 and	 power-balancing.	 While	 Facebook’s	 partnerships	 give	
publishers	the	financial	freedom	to	try	out	an	innovative	format,	their	contractual	clause	dictating	the	high	
quantities	of	live	monthly	videos	make	this	market	experiment	risky	in	itself.	In	a	Sunday	column	for	The	
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